Purpose: The study aims to identify the role of communication in the process of creating and integrating value. The author considers three issues: 1) the identity and nature of marketing communication; 2) the structure of its functions and tasks in the creation of value; and 3) the role of marketing communication in the integration around value. Given the constraints of the study, the considerations are summary and selective and constitute an attempt at highlighting the key elements of the issue referred to in the study title.
| Introduction
The study concerns itself with identifi cation of the role of communication in the process of creating and integrating value. Such a goal requires some comment and references to a number of assumptions and premises. These relate to the category of value, the essence of marketing and defi ning its identity from the scientifi c viewpoint, as well as a specifi c philosophy of conducting business and minding a company's own interests.
First, the previous approach to the issue in pertinent literature relating to value marketing has placed communication at the far end of business activities and attributed to it the major function of providing information about a particular utility: the value of a product in the process of social exchange. This approach is understandable and relevant, but one can postulate that it is incomplete. Marketing communication can perform broader and deeper functions; it can constitute an arena for creating value and, at the same time, integrate it in the course of the company's activities on the market. The development of the information society (Toffl er, 1985) and the network society (Zacher, 2007; Castells, 2008) , and information and communications technology (ICT) are import ant prerequisites that validate this thesis. It is widely known that this development brings with it profound social and economic consequences for both the company, its business model and its customers alike in their private lives and the networks of social relationships. This argument will be the subject of refl ection and specifi c verifi cation and justifi cation in the theoretical dimension.
Second, the category of value is ambiguous and multi-dimensional. It has many meanings in different dimensions of science and its specifi c fi elds and disciplines, social life and the language of everyday communication. In philosophy, it is of interest to axiology (the philosophy of value) and has a clear ethical dimension (Rogoziński, 2012) . It expresses both the goals of human activity and rules of conduct. Economics views value two-dimensionally as a feature of a good (product), which is subject to evaluation. Value is treated as a synonym of utility, benefi ts and profi tability. It manifests itself through both utility value and exchange value. As such, it has a fi nancial dimension, which is determined by the price of a good, product or object of exchange, but it also has a wider social dimension, which in praxeology is aptly represented by the category of benefi t. It is the result of overall evaluation, comparison of the relationship between expenditure and effects in a broad social dimension and meaning. As such, it is an important component of effi cient action, i.e. an action that is effective, benefi cial and economical.
Finally, the role of marketing communication is explained by the third element of value marketing ending the process of creating and delivering value. It seems, however, that the essential functions of marketing communication can be defi ned more broadly as a job involving creation and, at the same time, integration of value. Promotion by nature provides (as in the traditional sense) information on the company's offer and its value and creates this value itself. Its major task involves integration around value, both internally within the structure of the marketing DOI: 10.7206/mba.ce. 2084-3356.130 Vol. 22, No. 4(127), 2014 mix, and externally in the relationship between the company and the market. It is these assumptions that are the subject of refl ection in this study. The refl ection involves three issues: 1) the identity and characteristics of marketing communication; 2) the structure of its functions and responsibilities in creating value; and 3) the role of marketing communication in integration around the value. It is also obvious that given the constraints of the study, the considerations need to be summary and selective, trying to highlight the key elements of the issue as captured by the title of the study.
| Marketing Communication: Scope and Structure of Functions
In both the theory and practice of marketing activities, the term "marketing communication" has various defi nitions and interpretations. The differences in presentation manifest themselves in two approaches: a broad one and a narrow one (Pilarczyk and Waśkowski, 2010; Pilarczyk, 2011; Waśkowski, 2011; Mruk, 2004; Garbarski, 2011; Wiktor, 2013) .
In narrow terms, promotion signifi es an array of instruments and actions through which a company communicates its offer, i.e., communicates to the market information concerning the product or fi rm, shapes purchasers' needs and preferences, stimulates and directs demand and reduces its price elasticity. In this sense, promotion is "the activation of sales" and is, as H. Meffert aptly and vividly said, a "marketing loudspeaker" and instrument with which the company advertises and supports the sale of its products (Meffert 1986: 446) . In general, the nature of so perceived promotion is expressed by a one-way impact of the company on the market, transmission of its message and communication of values (features, benefi ts, utility). The initiative rests entirely with the company, as does the choice of instruments, form and frequency of interaction. The recipient of promotional activities is assumed to be a passive party, simply a recipient of information. His behaviour in the market play is aptly described by basic one-way information transmission models developed within the framework of sociology, including social communication.
In turn within a wider sense, marketing communication combines elements contained in the definitions of promotion with a need and tools needed by the company to enter into a dialogue with the environment. Thus these days marketing communication becomes a term, but also a market reality, which is clearly broader than mere promotion. In much the same manner as in the modern theory of sociology and social communication, the content of the concept of communication presupposes dialogue, i.e., a two-way, bi-directional, interactive intercourse. However, promotion is devoid of dialogue. Marketing communication by defi nition assumes the need to convey sale related information and also the need to acquire (through market and marketing research) information relevant from the viewpoint of its general and specifi c objectives. Such a set-up assumes the existence of feedback, which is about an interactive, two-way fl ow of information necessary for the existence of a properly understood act and process of communication. The challenges of the modern world dictate that promotional activities, their functions and tasks can be realised principally only by means of a unique dialogue between the company and the environment. This dialogue, having a nature typical of social communication, involves the participation of the company with its information and promotional activities on the one hand, and the involvement of the consumer with a structure of his needs, expectations and values on the other. Indeed, a company cannot promote its products or image in isolation from communication with the market. Each transaction of exchange conducted on the market is inextricably linked with numerous acts of communication. A company performs its promotional activities through communication aiming to induce desired actions and reactions on the part of purchasers. In turn, the purchaser's response comes in the form of either acceptance or denial of the company's marketing offer, expressed by means of a set of utilities relating to the promoted product equipped with a certain price and made available at a particular time and place. Because of the challenges of today's marketplace, market communication is a kind of dialogue between the company and potential purchasers. It is realised, on the one hand, through informational and persuasive activities and, on the other, through feedback involving the recipient and the sender of the message: the company's offer. Such dialogue, honest and ethical in nature, is in itself a value per se.
An analysis of the underlying issue and identifi cation of the nature of marketing communication requires that an important element be emphasised. Pertinent literature reveals an idea whereby a marketing communication system is equated with marketing as such. It is emphasised that communication cannot be limited to a certain group of tools and activities because everything can communicate (inform in the simplest basic approach) a message. According to this position, marketing is a special management function, and more broadly, a company's orientation that can even be considered as an extended form of market (marketing) communication. The entirety of a company's relationships with the market constitutes a specifi c communication channel through which fl ows streams of information creating value in the material and informational dimension (Figure 1 ). The link between the company, the purchaser and the market is no longer ensured by promotion alone, but rather by holistically perceived marketing, which is a communication system (Wiktor 2013: 52-55 ).
This approach rightly emphasises that communication functions can be performed not merely by instruments referred to as promotional tools but by all the elements of a company's operations: its mission, strategies, and methods of their implementation or the composition of other elements of the marketing mix. In other words, relying on a system of value creation for the company and for the environment, marketing must constantly communicate the value (Doyle, 2003; Rudawska, 2008; Szymura-Tyc, 2005; Czubała, 2006) .
Communication is thus becoming an essential dimension and an arena for creating and revealing the company's identity, emphasising its social meaning and purpose. This thesis therefore fits into an organisation's features that are essential to a company's market orientation. It is communication that has the potential it usually employs to create needs and new markets, shape shopping preferences, determine social capital of the brand, comprise the mechanism of customer loyalty, affect the form and content of the relationship between the company and the environment, and ensure a relationship between partners. Under the conditions of an information-based society, a wealth of services and functionalities is offered by the Internet. With development of Internet 2.0 and 3.0, communication in a very signifi cant manner creates certain values and promotes the integration of the company around the value of both the company itself and consumer value, as well as the value of other stakeholder groups. It is in these dimensions that the identity of modern companies and organizations is encapsulated. Those in the vein of A. Noga's proposition become "con-fi rms -institutions oriented at the consumer", consumer's value, expected benefi ts and utilities (Noga, 2009, s. 295 ).
This approach merits particular emphasis on the level of marketing communication and marketing of company value. The "development of company confi rmation" involves the identifi cation of new social market roles, both of the company and the consumer, and a clear emphasis on the need for ongoing dialogue, continuous communication between both entities based on the communication of values. This communication leads to a new form of the company's market orientation dominated by dialogue and communication and a search for common interests, as expressed by the category of value integration. This scope of the concept of marketing communication and promotion, equating it with marketing, is too broad and somewhat controversial, though. The reality of a company's communication with the market is undoubtedly very broad and involves all aspects of a company's functioning to an extent that makes the term "company as a communication network," which is increasingly encountered in pertinent literature, seems to be quite close to the truth. The thesis of delineation of the borderline between a "system of marketing communication" and the communication of value and promotion of the company through other marketing instruments is as diffi cult as today's blurred and indistinct boundary between the company and its environment. However, the natural and fully apparent uniqueness of individual functions of the company and its tools for implementation of strategic arrangements requires that the scope of considerations be limited to instruments and forms of promotion, properties and relationships that occur between them, forming a company's communication system with the market.
| Functions of Marketing Communication vs. Value Creation Perspective
Value creation has two dimensions: a tangible material one and an informational one (see Figure  1) . Marketing communication creates and clarifi es the latter in a detailed manner. Its unique role in creating value results from the functions and tasks it performs and an essential feature of modern society: it has become an information and Internet-based society. In such circumstances, information is both a prerequisite for certain decisions and assessments of the company and the consumer and also constitutes a specifi c value of an autotelic and instrumental nature. This thesis fully corresponds to the nature of marketing communication, its features and tasks and allows analysing it in terms of creating specifi c utility and exchange values.
In the process of value creation, its delivery and communication, the marketing communication system has signifi cant functions. There is no need for a broader analysis of this; such analyses are available in pertinent literature, but one should only emphasise their structure and nature (Kotler and Keller, 2012, p. 509; Bruhn, 2013, p. 85 et seq.) . The confi guration and structure of the promotion function is complex. One can talk about three levels of the communication function: level I -main function of the system; level II -basic functions common to the whole system of marketing communication; and level III -detailed functions expressing tasks, properties, purpose and use of the various instruments (Wiktor, 2013, p. 55-64) .
Pertinent literature generally emphasises the informational, educational and persuasive functions, sales activation, but also (albeit a bit less frequently) competitive functions. Assuming that they are actually basic, one must emphasise an important facet. These functions should be placed in the broader context and perspective of the main function of the system. It is a specifi c marketing DOI: 10.7206/mba.ce. 2084-3356.130 Vol. 22, No. 4(127), 2014 communication "mission". It can be described as "a function that involves ensuring a company's permanent presence in the market." A company should safeguard its "presence" on the market in the real and symbolic informational sense through communication and do so in addition to other tools of creating value systems. The need for constant communication with the market in its numerous guises (company related, product related, institutional and spatial) becomes a condition of success. It is through promotion that a company may take and occupy a permanent place in purchasers' social awareness on the map of their perception, among a set of criteria underlying market decisions, and also in the media (including social media) providing direct two-way communication. Therefore, it favours the formation of the image of the company and its products in consumers' minds. This function requires ongoing actions. Information-wise, promotion should therefore be a continuous process, a process creating conditions for sustained market presence. A function aimed at ensuring continuous market presence is a function characterised by a high degree of generalisation. It constitutes a good, proper and essential platform for the identifi cation of further basic and specifi c functions highlighting the role of communication in value marketing.
Promotion's main function has a summary nature and this nature is essential in value marketing. This is determined both by the continuity of human needs manifesting themselves through demand and consumers' behaviour in the market and a desire to ensure continuity of a company's operations and development. In their decisions, both parties in the exchange process are guided by a set of specifi c expected benefi ts -values that constitute a premise of market decisions and a plane for the evaluation of each and every option.
The importance of promotion in value marketing, the process of creating and integrating value, can be considered on two levels. They express the sphere of interests and expectations of both sides of the communication process: the sender (the company) and the recipient of the message (the purchaser of a company's products). This is emphasised by Kotler and Keller who stated that marketing communication allows companies to associate their brands with people, places, other brands, sensations, feelings and things. It can contribute to the capital of a brand by embedding the brand in customers' memory and creating its image as well as to drive sales and even shape shareholder value (Kotler and Keller, 2012, p. 510) . That means that communication makes an important contribution to the creation and integration of a complex and multiple structure of value for its participants. Two issues in particular should be stressed at this point. Through its basic functions (informational, persuasive and competitive), communication offers the possibility of winning customers. When it is pursued steadily and constantly with regard to the requirements of the function of "permanent market presence," communication is a prerequisite for the formation of specifi c material and informational values satisfying selected market segments. Promotion can become an important component of marketing assets and an element of a company's competitive advantage.
| Role of Communication in Value Integration
The second area for analysis of the issue involves the role of marketing communication in value integration. This thesis is a mental shortcut, but it is also complex. To develop and characterise it, it is advisable to highlight some of the conditions that apply to the possibilities and forms of integrating value by means of marketing communication.
A company's communication with the market is a system that consists of a considerable number of specifi c forms and instruments. Kotler and Keller enumerate eight tools (Kotler and Keller, 2012, p. 512) , while Bruhn identifi es nine of these (Brun, 2013, p. 57) . These tools can also be used in two substantially different communication environments: the traditional one and the hypermedia environment of the Internet (Victor, 2013, p. 73) . Each of them is a carrier of certain functions, benefi ts or "unique values". The professionalism of market communication management therefore requires ensuring consistency between their exchange and utility values. Integration in this dimension creates an integrated system of marketing communication. Its attributes and tasks are prerequisites for effective communication that integrates goals and anticipated benefi ts for the company and the consumer (Rossiter and Bellman, 2005; Bruhn, 2013; Pickton and Broderick, 2000) . In particular, use is quite often made of the term "integrated communication" with respect to a form of integration offered by modern information technology. This involves the ability to freely move from place to place in virtual reality through mutual informational linking
| Conclusions
This study evaluates the role of communication with the market in value marketing within a system in which pertinent literature traditionally distinguishes three stages: creation, delivery and communication of value. It emphasises the important, though to some extent new, revised and expanded role of communication. It supports the thesis that in the reality of the Internet society, development of ICT, 2.0 and 3.0 marketing, transmission of information and communication of value are not the only important tasks of communication. Its tasks also involve the creation of value coupled with simultaneous integration of value or around a value.
Marketing communication's role revolves not only around giving information for communicating value, but also around identifying the value, its structure and defi nition, thereby providing it in a physical (product in a market channel) and informational dimension. The creative and integrative function of the marketing communication function manifests itself through the formation of specifi c information, which in the information-based society constitutes an autotelic value, a value in its own right. At the same time, it signifi es an attempt at ensuring coherence of informational activities of the company and the consumer, their aspirations, expectations and values.
In the case of the company, the coherence implies integration around its mission, strategy, attractiveness of its offer and also around the values that express its identity and principles, and values underlying the company's long-term operations.
In the case of the consumer, such coherence involves the identifi cation of the structure of his needs, preferences, anticipated benefi ts and values. In this cognitive perspective involving the creation and integration of value, the role of marketing communication is signifi cant and indeed crucial. The argument is also reinforced by the very nature of marketing communication. It manifests itself through a company's dialogue with the market and the environment and a string of relationships and interactions that per se constitute fundamental autotelic values.
